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Abstract 
The continuity of life and sustainable revenues in today's world requires the use of marketing 
strategies techniques and taking into account the principles of risk in the market. what this paper 
presents is an approach based on the marketing strategy formulated according to the principles of 
risk management. Statistical society were employees of Fararayaneh designing company  and 
sample size were 24 participants according to Morgan table. The used instrument was a 
questionnaire which its validity and reliability have been confirmed. extracted Data from the 
questionnaire is analyzed using SPSS software and DEMATEL technique. Research findings show 
that strengthening the brand, increasing the share of the domestic market and increase the profits  are 
the most effective marketing objectives and political tensions, the risk of product prices on 
consumption and the risk of lack of liquidity are the most important criteria influencing risk. At the 
end of thoughtful strategy map marketing objectives and grand strategy, a series of marketing 
strategy was proposed by the researcher. 
Keywords: Marketing Strategy, Risk Management, Strategy Map, DEMATEL Techniques. 
Introduction 
With the acceleration of competition in the sphere of production and consumption, most 
successful companies have focused resources and their competitiveness in the field of marketing or 
commercial level in more complete meaning. What is certain is that the revenue and the continued 
existence of the organization of marketing artery passes and capable competitors in this complex 
environment and the ambiguous stand from time to time and innovative is a marketing strategy 
inevitably essential. Implementation of strategy in organizations because of the nature of operations 
and dependence on the element of experience among the other components of the strategic 
management process devoted lower volumes of research to theoretical models, nevertheless program 
and project time and cost of procurement is enormous, but in practice they face many problems and 
not operating aspects have no value. considering vital role of marketing in the continuing activities 
of the organization and the importance of planning and strategic marketing management, attention to 
the process of planning and marketing strategies appears more than ever (Dastjerdi and Gharre-
Nabi, 2009). 
Marketing strategies can have a significant impact on investment opportunities and 
constraints and project financing of each organization (Jelmer , 2015). David Aaker defined 
marketing strategy as a process that enables organizations to optimize their resources on 
opportunities to increase sales and achieve sustainable competitive advantage. On the other hand, 
risk management is interesting for practical applications in all aspects of life and business. (Kontio , 
2001) first interpretation of the 'risk' term focuses mainly on the negative side, as Rowe considered 
risk as possibility of an adverse event (Rowe 1977). Risk Management is one of management policy 
tools in any organization that is used to assess and evaluate risks in the system and with the aim 
prevent or reduce the effects of adverse conditions or risk factors for reduced risk. These tools are 
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widely have been used in finance, project management, etc. use of this technique in safety includes 
determine risk factors that cause risks, evaluate risks and take action to control risks (Heidari et al., 
2006). Hence, in this article we have tried to identify and rank risk measures affecting the marketing 
objectives and according to the degree of risk in achieving marketing objectives, a series of 
marketing strategies are recommended. stages and orders of risk management can be found in Figure 
1 as following: Evaluation of the text, risk identification, risk analysis, risk assessment, faced with 
the risk, monitoring and review, and communication and consultation (Keramati, et al., 2009). 
 
Figure 1: Relationship of risk management  Stages 
Previous studies  
Most theorists emphasized on  same factors for the development and successful 
implementation strategies in the field of strategic management. For example, Aaker emphasized on 
four key factor including structure, systems, people and culture in the development and 
implementation of strategies (Aaker, 2006).  Bryson also expressed  issues such as humanitarian 
issues, process, structural and institutional strategies to implement successful strategies in 
discussions at various levels of organizational strategy development and implementation (Bryson, 
2004). The following are the most important national and international studies on the development 
and implementation of marketing strategies. 
Jeuring (2015) studied the contradictory implications of regional tourism marketing 
strategies in the case of the Fryslan in Netherlands. He has two goals in his study. First, to identify 
contradictory implications of regional tourism marketing strategy and second to show the occurance 
of  contradictory implications at the same time and  how they are prioritized. He discussed the 
applied concepts in the tourist destination and offers to brand a variety of tourist destinations 
modestly. 
Schleimer et al (2013) studied the relationship between the headquarters of multinational 
companies and business units are located in subsidiaries using a sample of 213 marketing directors. 
They systematically evaluated the modeling pattern of structural equation as linear and exponential 
interaction. Research findings shows that the relationship between the capacity of an international 
company and affiliated business units processing capacity in developing marketing strategy is a 
central variable. Commercial units processing capacity is a key intermediate dependent variables 
and amend effects on the capacity of the main branch of mining and marketing strategies by Units. 
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Tejari and colleagues (2012) developed a marketing strategy of sporting events in Azerbaijan 
province. In this study, 102 tourists completed questionnaires randomly and using the results of 
statistical models sporting and non-sporting SEM variables that influence the loyalty of tourists were 
identified as variables influencing the loyalty of foreign tourists are: trust, satisfaction, visualization, 
exercise index, excitement and unique experiences and variables influencing the loyalty of non-
sports tourists trust, satisfaction, security, and transportation and cultural differences. The results 
showed that sport tourisms have more royalty than unsporting tourists. 
Mamduhi and Sayyed Hashemi (2008) examined the barriers to the implementation 
marketing strategy in Iran Khodro Company. they ranked and classified  barriers to implement 
marketing strategy in Iran Khodro Company using one-sample t-test and Friedman’s and found that 
mangerial barriers as most important classification of the eight-storey administrative barriers and 
structural barriers, cultural barriers, perceptional, conceptual, strategic, operational, staffing and 
resources are in next rank. Lack of resource in Iran Khodro is not an obstacle to the implementation 
of the marketing strategy of the company and there is no shortage in this regard. 
Hosseini and colleagues (2011) analyzed the marketing strategies of service companies in 
recession period. They seek to identify strategies that the company despite fierce competition and 
strict requirements and the recession that followed have been able to survive. Statistical society 
includes successful company managers in crane hire in Tehran province and the association of seven 
celebrity services (product, price, place, distribution, personnel, facilities and physical assets and 
processes) With sales, each in the form of indicators and using Student's t-test and ANOVA were 
used Friedman. Finally, other factors related to the promotion and distribution of sales was 
approved. The result is that successful companies during the recession have not been reduced cost 
and activities, but used the recession as opportunity to develop and differentiation strategies. 
Theoretical Foundations of study  
Marketing 
Marketing means choosing target markets, not blindly trying to conquer the market and 
accessibility anything. Philip Kotler Marketing father defined modern marketing as a human activity 
in order to satisfy needs and through exchange processes, in other words, marketing is analyzing, 
organizing, planning and controlling factors in the policies and operations of the organization in 
order to satisfy the needs and demands of certain groups of customers for a profit. Despite the 
diversity of definitions, the basic concept of marketing capabilities with customer needs in order to 
achieve the objectives of both sides. In 2004, American Marketing Association presented the formal 
definition of the categories which are: Marketing is an organizational function and a set of processes 
for creating and communicating and delivering value to customers and for managing customer 
relationships to enhance the interests of the organization and its stakeholders. Marketing is one of 
the most dynamic areas in the field of management and the company's market continually 
challenges, in describing the science of marketing, behavioral science that seeks to explain it as a 
sub-agent relationships among the 4 fundamental in this area including: Behavior of buyers, 
behavior of vendors, institutional framework, and consequences of the behavior of buyers, sellers 
and organizational framework has been defined. 
Also, Rose and Montgomery (Varadarajan, 2010) states the following issues as the key 
issues in the field of Marketing: How consumers actually behave? How market behave? How do 
companies related to the market? And what are the marketing assistance to organizational 
performance? 
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Marketing Strategy 
Strategy is the highest management level in the organization. (Dobisy et al., 2011) In fact, 
strategy is defined as long-term goals and objectives as an organization and allocation of resources 
to objectives, (Lee, 2000) Marketing strategy is a device that can be achieved through marketing 
purposes and as an integrated model will be considered in the decision, according to the marketing 
process effectiveness and efficiency of the production process critical to achieve optimal 
performance and the customers and the company's success in the competitive conditions of the 
market, Organizations in order to satisfy the needs and demands of customers as well as increase 
sales and profitability, should the integration of both manufacturing and marketing activities to 
effect a balance between the efficiency of production and marketing strategies to achieve it. 
(Lamberti et al., 2010) In fact, due to issues such as increased customer retention, relationship 
between companies and shareholders, led to a paradigm of market-orientation and the marketing and 
use of marketing strategies. (Chen et al., 2013) 
In fact, marketing strategies are mainly as a promotional channel for the work. As well as 
marketing strategies, including processes related to the formulation and implementation of their 
strategy and roadmap to determine how to allocate resources in order to achieve their goals. (Slater 
et al., 2010) Marketing strategies can play an important role in the success of companies. In general 
it can be said that the main target of marketing strategies is competitive advantage. In fact marketing 
strategy is a systematic effort by the company to create value for customers, shareholders and other 
business partners. (Kim et al., 2010) 
Aaker says that marketing strategies can have a variety of strategies, including positioning, 
pricing, profit distribution, and successful marketing requires both planning and implementation and 
what is in the planning stage. In order to create effective marketing strategies, researchers consider 
elements such as product marketing, people, promotion, collaboration and their packaging. 
Marketing strategies is in response to competitive market companies, although many aspects of the 
marketing strategy, but on the whole and in the literature can be key elements such as product, price, 
place and promotion. (Kasaie and Ahmadi, 2010) Institutions can use the marketing strategies of 
marketing activities, public relations and other relevant departments to conduct competitive 
advantage. (Shaw, 2012) 
Marketing strategies are focused on the future prospects of the company, and reflect the 
company’s view is what is the position in the market in 5 or 10 years later, if a company wishes to 
introduce itself as a leader in the market, requires the use of marketing strategies. Marketing 
strategies in organizations is a matter of principle to organize and resource allocation in the market, 
use proper marketing strategy is one of the crucial elements in business success and requires 
awareness of the strategy available and understand how these strategies in different environmental 
conditions and organization can be used. (Farhang, 2004) 
Risk Management 
Life today continuing while to cast a shadow of uncertainty and has changed decision-
making process. Changes in commodity prices, currency changes, changes in interest rates and stock 
price changes are what today's organizations are constantly grappling with. Environmental pressures 
and internal weaknesses can quickly develop serious challenges the organization. This makes the 
risk factors to be considered as an integral part of any business. Nowadays, almost all activities and 
operational processes are viewed through the lens of risk, the end result is a strategy to build the 
capacity to take on more risk, because this is the only way to improve performance, however, to 
expand the potential risk that companies should accept, recognize, company rather than based on 
speculation or rumor immersed in uncertainty, they should be able to choose the rational risks. 
Organizations to steer in the right direction to some extent on risk should be managed in its path. 
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Risk management points to strategies, identify tools to control the risk to an acceptable level. 
(Del Cano et al., 2002) Organizational leaders are looking for new ways to create value for the 
stakeholders of the organization, this way of looking at risk management as a way to create value. 
Meanwhile, the risk in many cases represents an opportunity that should be welcomed. (Bruckner et 
al., 2001) Risk management is closely related to the management as the main risk factor for 
profitability, also risk management is a nascent phenomenon that has brought significant progress in 
recent decades, (Moazzeni, 2006) Risk management objectives can be explained in the following 
sentences: Survival (keeping costs below a certain level that does not threaten the continuity of the 
company), saving (in the case of compatibility with other objectives, key influence on the company's 
success), creation of an acceptable level of anxiety, and stability of revenues or earnings established 
acceptable level of earnings by limiting the reduction in income or cash flows due to unforeseen 
damage (Soroush and Sadeghi, 2007). 
The purpose of risk management is to identify risks that might be the activities and projects 
of the organization, business or organization's products threatened that the ranking is based on the 
importance of the above elements, incidence, impact of hazards and measures for their control need 
to be classified. Accordingly in this study we consider the following hypothesis: 
H1: The risk of political tensions influence on marketing goals. 
H2: The risk of product price on the sale of a large influences on marketing goals. 
H3: The risk of lack of liquidity on the market share of influence on marketing objectives. 
H4: The risk of e-commerce sales increased influence on marketing goals. 
Some Good Marketing Strategy 
Maintaining or Expanding Investments in Marketing 
Managers of organizations have come to the conclusion that to continue in the competition 
today, more than ever, the environment and economic relations more complex and customers need 
to ensure that their investments by institutions, they expect financial system institutions, appropriate 
ways to deal with the economic challenges provided to them and advise them, so marketing is 
considered an investment rather than as a cost, and institutions regardless marketing expenses can 
not achieve their objectives. 
H5: Maintain and expand investment in the development of marketing strategy the 
organization is an important component. 
Explanation of Commercial Slogan Trust Entrepreneurs and Adequacy 
In world today economic crisis has caused people to invest their savings in comparison to 
how they feel threatened, therefore institutions should be key phrases and positive message that 
reflects the stability and strength of its institutions insist, institutions must respond to the question of 
how clients should be among the set of institutions they trust, and then answer the questions based 
on an appropriate slogan design. 
H6: Explaining commercial slogan entrepreneurs and strengthen brand trust is an important 
component in the development of the marketing strategy. 
Innovation to Raise Funds 
Proposals different from the competition in order to meet the needs of customers and 
provided different packages and different ages in order to increase motivation for people in the 
community can play an important role in differentiating an enterprise in competition. 
H7: The market leader in corporate marketing strategy is an important component. 
H8: Competitive advantage in developing is an important component of the marketing 
strategy. 
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Efforts to Keep Current Customers 
The greatest opportunities for increased investment in institutions are the institution's current 
and former customers, customers who already have invested, but for some reason it is considered a 
threat to the institution are reduced, marketing techniques based on the data sources, segmenting and 
other strategies to attract investment opportunity for institutions, therefore offer of investment 
performance and utilizes specific techniques for investment costs is essential. 
H9: Maintaining customer marketing strategy is a critical component of the formulation. 
Methodology 
Population and Sample 
Determining the sample is very important to the ability to generalize the results to the 
community. There are different methods to determine the sample volume in this study, Morgan table 
is use. Morgan and Krejcie table where the number of samples will be determined according to the 
population. It should be noted that the number of senior personnel in the marketing and sales 
department and the representatives of the company in Fararayaneh design and processing are 25, 
Morgan table using sample volume 24 patients were determined. The validity of research by 
academic experts and experts in the study and was approved. In this study, Cronbach's alpha 
coefficient with 23 degrees of freedom ks equal to 0.805, respectively, which is higher than 0.7, 
indicating that it is valid. 
Analysis of the Results of the Questionnaire 
This test analysis to determine the number of significant (sig.), And the difference between 
the means used. This means that if a significant number smaller than the significance level (0.05), 
and the difference is positive, with 95% of the accepted assumption and positive difference indicates 
an average, more than the average variable studied is the test number (number 3). 
Analysis of Cause and Effect Relationships by Using Questionnaires DEMATEL 
DEMATEL technique is an abbreviation for Decision Making Trial And Evaluation. 
DEMATEL technique was developed in 1971 by Fontela and Gabus. (Agha Ebrahimi et al., 2008) 
This project has been implemented for the first time in human science program in applied research 
center in Geneva. DEMATEL method mainly is used for very complex global issues and the 
judgment of experts in the field of scientific, political, economic, social (Aarabi and Azad, 2003). 
This method has several features, such that the process is efficient in identifying the 
hierarchy and relationships of the system. This method that the various methods of decision-making 
on the basis of paired comparisons is enjoying extraction of a system of expert opinions, they are 
structuration systematically, and by applying the principles of graph theory, the hierarchical 
structure of factors in influencing and being influenced by the relationship between the elements. So 
that the impact of these relationships quantitatively determined (Shah Alizadeh et al., 2003). This 
diagraphs, dependency relationship between the elements of a system to portray, so that the numbers 
on each diagraphs, reflects the impact of one element over another element. Hence, this method can 
be understood relationships between elements in a structural model of the system conversion 
(Bagheri Moghaddam et al., 2010). 
This approach was created with the belief that proper use of scientific research methods, can 
improve the structure of complex issues and identify practical solutions with hierarchical structure. 
Other advantages compared to other methods DEMATEL method of decision-making on the basis 
of paired comparisons, accepting feedback relationships. According to the elements in the system 
can be independent of each other. The importance and weight of each factor in the system, not only 
by the upstream or downstream operating exclusively, but by all agents in the system, the entire 
model can be determined (Li and Tzeng, 2009). In this section the results of DEMATEL techniques 
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will be discussed. Initially experts' opinions about the presence or absence of a direct effect on the 
agents asked each of the strategic matrix mapping and identifying cause and effect relationships 
between factors used. 
In order to draw a graph of the relationship between marketing purposes matrix T is 
calculated according to the said method. After calculating the matrix T, at this stage considered to be 
a threshold value such as α, and Matrys𝐓𝐓 modified. 𝐓𝐓 means elements that are greater than the value 
α will remain the same and if they are smaller than α are replaced with zero, then the matrix to be 
displayed 𝐍𝐍𝐑𝐑𝐌𝐌 is normal. 
Arranging marketing purposes in terms of the impact and effectiveness 
At this stage, to evaluate and assess their strategies and priorities. Using DEMATEL can be 
discovered relationships between strategy and the effectiveness and impact of each of them can be 
calculated. As value (Dk) for each criterion indicates its influence on other criteria, standards and 
value system (Rk) indicative of the intensity of the influence of other elements of the system are 
standard k. The following table dependency and shows the importance of each marketing purposes. 
Table 1: The importance of each marketing purposes 
Rank Indicator Marketing purposes D R D+R D-R 
1 C1 Increase Sales 4.14 3.02 7.16 1.12 
2 C2 Increase profits 4.22 2.96 7.18 1.26 
3 C3 cost reduction 2.57 4.86 7.43 -2.29 
4 C4 Reduce the cost of the product 2.76 4.52 7.28 -1.76 
5 C5 The development of social welfare clients 2.95 4.23 7.18 -1.28 
6 C6 Increase the level of consumption 3.45 3.62 7.07 -0.17 
7 C7 Forecasts consumer trends 3.72 3.36 7.08 .36 
8 C8 Meet customer demand 3.84 3.26 7.1 0.58 
9 C9 Creating Competitive Advantage 3.91 3.19 7.1 0.72 
10 C10 Collaborative advantage to competitors 2.84 4.39 7.23 -1.55 
11 C11 Customer satisfaction 4.1 3.04 7.14 1.06 
12 C12 Maintaining customer 3.95 3.16 7.11 0.79 
13 C13 Timely delivery of product 3.72 3.36 7.08 0.36 
14 C14 Processes, increase value 3.49 3.58 7.07 -0.09 
15 C15 Entry into foreign markets 3.15 3.97 7.12 -0.82 
16 C16 Share in foreign markets 3.22 3.88 7.1 -0.66 
17 C17 Increasing the share in foreign markets 3.18 3.92 7.1 -0.74 
18 C18 Leader in the market. 3.57 3.5 7.07 0.07 
19 C19 Following in the market. 2.57 4.86 7.43 -2.29 
20 C20 Share in the domestic market 4.14 3.02 7.16 1.12 
21 C21 Increasing the share of the domestic market 4.3 2.91 7.21 1.39 
22 C22 Strengthen brand 4.45 2.8 7.25 1.65 
23 C23 Continued presence in the market 4.18 2.99 7.17 1.19 
Source: Research Findings 
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Figure 2: Marketing objectives in the attachment – importance (Source: Research Findings) 
According to Table 1 and Figure 2, strengthening brand (c22), increasing the share of the 
domestic market (c21) and increased profits (c2) have the most effective and least affected by the 
three target marketing cost reduction (c3) Following the market (c19) and reduce the cost of the 
product (c4) are the least effective and most objective targets are affected. As previously noted, 
target that are affected is “caused” . 
Arranging risk factors affecting marketing purposes in terms of the impact 
Similar to what was described in the risk factors affecting the marketing objectives in order 
of influence (R) are arranged further below. Higher risk criteria has the effect of high and low 
impact, and lower risk measures reflect the impact of higher and lower are unaffected. 
Table 2: Risk factors affecting marketing purposes in terms of the impact (R) 
Rank Indicator Risk factors influencing marketing purposes R 
1 R13 Risk laws and regulations on customer satisfaction 4.30 
2 R14 The risk of lack of liquidity forecasts consumer trends 4.17 
3 R15 The risk of lack of liquidity on maintaining customer 3.91 
4 R32 Stock price volatility risk on customer satisfaction 3.38 
5 R47 The risk of fluctuations in the real estate markets on increasing the share of 
trade in foreign markets 
3.38 
6 R6 Risk purchasing power to enter foreign markets 3.19 
7 R23 The risk of changes in tax laws to increase foreign market share 3.12 
8 R10 Risk laws and regulations to respond to customer demand 3.12 
9 R20 Wrong decisions on the continuation of market risk management 3.12 
10 R48 Company personnel changes on interest rate risk 2.97 
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11 R9 The risk of currency price to enter foreign markets 2.84 
12 R30 Inflation rate risk on share in foreign markets 2.77 
13 R50 Change risk employees on brand equity 2.77 
14 R22 The risk of changes in tax laws to increase the share of the domestic market 2.65 
15 R46 The risk of fluctuations in the commercial real estate markets continued 
presence in the market 
2.60 
16 R2 The leading product in the market price risk 2.50 
17 R29 The risk of inflation to create a competitive advantage 2.44 
18 R33 Stock price volatility risk on increasing the share of the domestic market 2.39 
19 R8 Currency risk on rising share prices on the domestic market 2.35 
20 R4 Product price risk on brand value 2.35 
21 R16 The risk of lack of liquidity on the timely delivery of product 2.23 
22 R36 Stock price volatility risk on sales 2.23 
23 R28 The risk of inflation on consumer trends forecast 2.18 
24 R25 Increasing the risk of political tensions inside the country Fraayndhay 2.15 
25 R38 Interest rate risk on maintaining customer 2.11 
26 R31 Leading inflation risk on the market 2.8 
27 R39 Interest rate risk on the domestic market share 2.8 
28 R34 The risk of fluctuations in stock prices continued presence in the market 2.04 
29 R37 Interest rate risk on consumption 2.01 
30 R19 The risk of incorrect decisions on the continuation of middle managers in the 
market. 
1.97 
31 R12 Risk laws and regulations on entry into local markets 1.89 
32 R7 Currency price risk on interest rates 1.86 
33 R21 The risk of changes in tax laws on sales 1.80 
34 R35 The risk of fluctuations in stock prices on brand equity 1.80 
35 R49 Risk employees change processes to increase value 1.80 
36 R3 The risk of product prices on competitive advantages 1.78 
37 R11 The continuation of market risk regulations 1.78 
38 R27 The risk of political tensions in the country on brand equity 1.78 
39 R45 E-commerce risk of entering the local market 1.78 
40 R44 The risk of e-commerce on customer satisfaction 1.75 
41 R5 Purchasing power risk on sales 1.73 
42 R40 E-commerce to meet customer demand risk 1.73 
43 R42 The risk of e-commerce on-time delivery 1.73 
44 R24 The risk of disruption in the supply chain to the consumer 1.71 
45 R43 Profit increased risk of e-commerce 1.71 
46 R1 Product price risk on consumption 1.66 
47 R17 The risk of lack of liquidity on the domestic market share 1.66 
48 R41 Risk of increased e-commerce sales 1.66 
49 R18 The risk of incorrect decisions of senior managers continued presence in the 
market 
1.59 
50 R26 The risk of political tensions inside the country's share in the domestic 
market 
1.59 
Source: Research Findings 
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According to Table 2, three categories of risk regulation on customer satisfaction (R13), lack 
of liquidity forecasts consumer trends (R14) and a lack of liquidity on maintaining customer (R15) 
obtained highest sensitivity and lowest amount of influence, and three measures of risk affecting the 
marketing goals that are most effective and the least affected by, political tensions inside the 
country's domestic market share (R26), senior managers make the wrong decisions on the 
continuation of the market (R18) and the price of the consumed product. (R1) 
In comparison with previous researches, Jeuring (2015) prioritized highest sensivity factors on 
marketing along five themes: place branding, identity claims, target groups, roles and collaboration; 
These five themes have similarity with findings of our research on that polital roles in Jeuring’s 
research and political tensions inside the country's domestic market share (R26) in our study. But, 
therse some differences on highest sensivity factors that Jeuring considered branding and our 
findings emphasis on customer needs. Schleimer et al. (2013) shows that the relationship between 
the capacity of an international company and affiliated business units processing capacity in 
developing marketing strategy is a central variable. But in our study, the company’s capacity is not a 
sensivity factor on marketing and our findings emphasis on customer and his risks more than 
company’s capacity. 
Tejari et al. (2012) identified variables influencing the loyalty of foreign tourists include trust, 
satisfaction, security, transportation and cultural differences. Trust and security are very depended 
on risk that is core consept of our study and so simillarity in these two researches. Mamduhi and 
Sayyed Hashemi (2008) ranked and classified  barriers to implementing marketing strategy in Iran 
Khodro Company as followes: Administrative, structural, cultural, perceptional, conceptual, 
strategic, operational, staffing and resources. Risk and customer are core consepts of our study that 
not mentioned in Mamduhi and Sayyed Hashemi’s study and there are so differences in these two 
researches. 
Discussion and Conclusion 
Marketing strategy is a device that can be achieved through marketing purposes and as an 
integrated model to be considered in the decision. On the other hand, today life is continuing while a 
shadow of uncertainty are on all e affair and has changed the decision-making process. 
Environmental pressures and internal weaknesses can quickly develop serious challenges for 
organizations. These factors make the risk as an integral part of any business to be addressed. 
Organizations to steer in the right direction to some extent on risk should be managed in its path. 
Risk management enable managers to  managed effectively and thus increase the company's 
capacity to create value despite uncertainties and risks and opportunities associated with the 
economic unit. Also value is the maximum time management, strategy and objectives to create an 
optimal balance between growth and profitability objectives related risk adjusted and to efficiently 
and effectively deploy resources in order to achieve the objectives of the economic entity. 
According to the study, based on three objectives DEMATEL techniques " brand 
strengthening", "increase the share of the domestic market" and "increase profits" have most 
effective and the least impact and three marketing objective "reducing costs", "follower in the 
market. "and" reduce the cost of the product "have the least effective and most objective targets 
affected. Also three criteria risk "rules on customer satisfaction," "lack of liquidity forecasts 
consumer trends" and "lack of liquidity on the maintenance of customers' have highest and lowest 
impact their effectiveness and three criteria risk affecting the marketing goals that are most effective 
and the least affected are  "Political tensions in the country to share in the domestic market", 
"incorrect decisions of senior managers continued presence in the market" and "product prices on 
consumption". Thus, according to the findings of the research hypotheses are confirmed. 
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In general, strategic decisions now need to be faster and without losing time. One of the things 
that can be a useful instrument to be used for decision making, product life cycle model that can 
connect with nature and their financial decisions appropriate to each stage of the sales cycle 
formulate the product placement. (David et al., 1999) Product life cycle can be a predictive tool used 
to formulate marketing strategies. This model is a model that can predict product behavior and to 
improve market share and return on investment planning on investing in a specific product 
(Anderson, 1984). 
Product life cycle model as a predictive tool to establish a balance between supply and 
demand to determine the appropriate marketing based on product positioning is very useful in the 
course of his life, (Estelin, et al., 2009) and finally suggested the following strategies for product life 
cycle through experts perspectives: Increase the number of agents in the provincial centers to 
increase market penetration, 24-hour online support services, in the tenders for increased public 
investment projects, launch the store, attendance at relevant exhibitions and conferences at home 
and abroad, create applications for free, design new methods of advertising, committee evaluates 
product pricing and competition, launch project planning and control system, planning agencies and 
encourage them to develop evaluation systems, launch consulting team to provide management 
services within the organization, customers and other organizations, and use of IT systems within 
the enterprise to reduce administrative bureaucracy. 
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